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Abstract
The concept of happiness has been extensively studied in psychology but has received limited attention in the marketing field as 
the antecedent of the consumer behaviour aspects such as impulse buying and brand loyalty. This research considers the effect of 
happiness on impulse buying and brand loyalty and examines how brand loyalty affects impulse buying. The regression analysis 
was used to assess the assumed effects. The assumption of the existence of the relationship between happiness, impulsive buying 
and brand loyalty was not supported, revealing that this phenomenon still requires further scientific attention. Contrary to the
predictions the brand loyalty was positively related to the affective aspect of impulsive buying tendency. This study contributes 
to the understanding of the reasons for the brand loyalty and impulse buying, where the latter is associated with negative 
outcomes with respect to the individual.
© 2015 The Authors. Published by Elsevier Ltd.
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Introduction
Due to today‘s economic uncertainty and excess consumption such aspects as corporate social responsibility, 
public well-being and, especially, the happiness of an individual becomes of particular importance. Happiness or 
subjective well-being is associated with a preferable person‘s behaviour of in the society. However, the results of 
research completed imply that those members of society who are prone to increasing consumption are less happy 
(Podoshen, Andrzejewski, & Hunt, 2014). These tendencies lead to challenges and induce a search for new, more 
socially responsible marketing solutions among the companies which traditionally were oriented to short-term goals, 
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were seeking for as bigger as possible consumption irrespective of negative social outcomes, such as reduced 
happiness and subjective well-being. Happiness, subjective well-being or life satisfaction recently becomes an 
object of interest among scientists who work in different fields. However, there have been no comprehensive studies 
intended to find out how life satisfaction is related to consumer buying behaviour and attitude towards a brand 
(Lysonski, 2014). Silvera, Lavack & Kropp (2008) notes that subjective well-being has been widely analysed in 
psychological research. However, there are relatively few studies of subjective well-being performed in the field of 
marketing. Big attention is being paid to relation between materialism and impulse buying in the literature (Roberts, 
Manolis & Tanner, 2003; Dittmar, 2005), however there is a lack of research intended to reveal how consumer 
happiness or subjective well-being influence impulse buying and brand loyalty. Research show that consumers'
inclination toward materialism negatively influence various facets of life satisfaction (Kashdan & Breen, 2007;
Burroughs & Rindfleisch, 2002), concluding that materialists are less happy and less satisfied with life (Belk, 1985; 
Richins & Dawson, 1992; Roberts & Clement, 2007; Ryan & Dziurawiec, 2001; Christopher, Saliba, & Deadmarsh, 
2009; Richins, 2013; Segal & Podoshen, 2013; Tsang et al, 2014). Previously mentioned association implies that 
less happy consumers are likely to be more prone to impulsive buying behaviour. Such assumption is also reinforced 
by research results which reveal the fact that impulse buying can function as a mechanism that allows avoidance of 
negative psychological state (Silvera et al., 2008; Verplanken, Herabadi, Perry, & Silvera, 2005). Materialists are 
prone to constant adjustment of their unreasonably high material aspirations by raising personal standards each time 
higher, they perceive material acquisitions as natural phenomena as soon as material needs are met (Podoshen &
Andrzejewski, 2012). Since acquisition of material goods does not meet expectations because it is not characterized 
by long-term effect, this finally leads to reduced positive emotions or even dissatisfaction with life in general (Segal 
& Podoshen, 2013; Tsang et al., 2014). To sustain positive emotions, these consumers are prone to new acquisitions
that are perceived as a potential source of positive emotions. 
Consumers of materially oriented society in order to sustain a state of happiness likely will buy such goods 
which, as they suppose, make them happy and will avoid experimentation in order to prevent disappointment and 
possible state of unhappiness that arises from a risk of change of brand (Podoshen & Andrzejewski, 2012).
Consumers who see happiness as the most important factors will not be prone to switching brands. It is stated in the 
literature of relationship marketing that as bigger perceived risk will arise in connection with making of future 
decisions, as more consumers are prone to reduce options and to become loyal to a particular brand (Sheth &
Parvatiyar, 1995). According to Troisi, Christopher, & Marek (2006), it is very likely that materialists (who on the 
basis of research results are characterized as less happy) do not wish variety of acquisitions. On the basis of 
arguments expressed, the authors of this paper presuppose that the happiness of consumers should have a negative 
impact on brand loyalty.
This paper examines the relationship between consumer happiness, impulse buying and brand loyalty. Our study 
contributes to consumer behaviour field by investigating the link between consumer happiness, impulse buying and 
brand loyalty that have been given relatively little attention in the scientific literature.
1. Hypotheses development
1.1. Happiness and impulse buying
Subjective well-being (or happiness) is a multifaceted construct consisting of positive affect (relatively many 
positive emotions), lack of negative affect (relatively few unpleasant emotions) and life satisfaction judgments
(Diener, Lucas, & Oishi, 2002; Hofmann, Luhmann, Fisher, Vohs,  & Baumeister, 2014; Hudders & Pandelaere, 
2012). Subjective well-being refers to hedonic pleasure or happiness (Chen, Yao, & Yan, 2014). In this study,
subjective well-being (hereinafter happiness) is defined as the individual’s global judgment of life satisfaction.
Impulse buying is defined as relatively extraordinary and exciting consumer experience that is characterized by 
“sudden, often powerful and persistent urge to buy something immediately” (Rook, 1987). Similarly Beatty &
Ferrell (1998) explain impulse buying as the spontaneous, sudden and immediate urge to buy without pre-purchase
intentions and deliberations. According to Sharma, Sivakumaran, & Marshall (2010), in this hedonically complex 
buying behaviour, the rapidity of the impulse buying decisions prevents any conscious consideration of alternatives 
or future consequences. In addition, these authors also note that it is emotionally driven and cognitively intractable 
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consumer behaviour which manifests itself in an irresistible desire to make a purchase in the presence of an
appealing object. Therefore authors (Zhang & Shrum, 2009; Punj, 2011) assume it being the result of the internal 
conflict between the pleasure-seeking consumption and the self-control to resist the impulse, which translates into 
increased impulse buying when the desire to consume prevails over the willpower to resist.
According to Silvera et al. (2008) impulse buying might serve as an escape from negative psychological states.
Verplanken et al. (2005) found that general impulse buying tendency was correlated with long-term negative mood 
and low self-esteem. Moreover Sneath, Lacey, & Kennett-Hensel (2009) suggested that consumers under difficult 
circumstances are prone to actively made purchases that are perceived as a self-gift or reward. Therefore, the 
mentioned authors conclude that impulse buying could be a rational response of buyers striving to reduce the 
disappointment and depression associated with stressful events. The consumer propensity for impulse buying is
supposed to be induced by the belief that it is usually accompanied by a positive emotional change (Amos, Holmes,
& Keneson, 2014) and may be invoked to alleviate distress (Sneath et al., 2009). In addition, research demonstrates 
that materialistic consumers (who tend to be less happy) show higher inclination toward impulse buying (Badgaiyan
& Verma, 2014). Given that, we hypothesize that:
H1: Happiness has an adverse impact on impulse buying.
1.2. Happiness and brand loyalty. 
Brand loyalty is defined as a deep commitment to buy the preferred brand repeatedly and continuously in the 
future despite the influences of situational factors and the marketing efforts to switch to another brand (Oliver, 
1999). Exhibiting a degree of attachment (Podoshen & Andrzejewski, 2012), brand loyalty is a result of the interplay 
between the behavioral and attitudinal loyalty (Kuikka & Laukkanen, 2012). Attitudinal loyalty reflects the 
consumers’ psychological disposition in terms of unique values associated with the brand (Chaudhuri & Holbrook, 
2001) and is a result of brand commitment and favorable attitude toward the brand (Odin, Odin, & Valette-Florence,
2001). Strong emotional attachment to the brand assumed to be the strong predictor of loyalty (Dunn & Hoegg, 
2014). Behavioral loyalty is described as repeat purchase behavior and the percentage of total purchases (Chiu et al., 
2013).
Except few studies (Silvera et al., 2008; Chiu et al., 2013), the relationship between happiness and brand loyalty 
received scarce attention. As suggested by Kukar-Kinney, Ridgway, & Monroe (2012), the focus on well-known 
and higher priced brands is induced by the need of recognition providing better feeling and boosting buyer self-
esteem. Consumers engage in materialistic consumption implicitly believing it may increase their self-esteem 
(Shrum et al., 2014). Others authors (Rindfleisch, Burroughs, & Wong, 2009) found that materialistic consumers 
(who are less happy) establish a strong connection with their brands as they are in need of the symbolic security that 
brand connections may provide. Albeit based on the different explanation of prevailing psychological mechanism, 
the presupposed negative relationship is also evident in the research of other authors: Dunn and Hoegg (2014) found
that fear may cause consumers to form attachment with brands. Thus, it is proposed that:
H2: Happiness has an adverse impact on brand loyalty.
1.3. Brand loyalty and impulse buying
Impulse and compulsive buying are classified as being qualitatively distinct albeit they have similarities in 
outcomes (Flight, 2012; Kwak et al., 2006) and both are determined by the same factors, such as materialism and 
identity concerns (Verplanken & Sato, 2011). Some authors (Thompson & Prendergast, 2015; d’Astous, 1990; Clark
& Calleja, 2008) consider the impulse buying as a milder manifestation of the compulsive buying, where impulse 
purchase represents the initial stage and compulsive buying occurs on the upper extreme of the same behavioural 
continuum. The current research adopts the latter conceptualization suggesting that the two differ primarily in the 
strength of the behaviour. Compulsive buyers experience a lower degree of brand attachment due to their variety-
seeking nature while non-compulsive buyers trust their favourite brand and perceive buying other brands as riskier
(Horváth & Birgelen, 2015). As Punj (2011) states, the variety seeking in the literature is accompanied by such 
concepts as “satiation, boredom, curiosity, novelty, change and stimulation” that seems to conceptually overlapping 
690   Beata Šeinauskienė et al. /  Procedia - Social and Behavioral Sciences  213 ( 2015 )  687 – 693 
with impulse buying behaviour. Similarly Sharma et al. (2010) state that both variety seeking, and impulse buying 
provides consumers with excitement and novelty in their purchase experiences, offer a change of pace and relief 
from boredom. Assuming that brand loyal consumers do not desire variety we propose that:
H3: Brand loyalty has an adverse impact impulse buying.
2. Method
Sampling. The research is exploratory in its nature. To test the hypothesis we conducted the survey of Lithuanian 
consumers using the convenience sampling method. Survey data were gathered via two methods. Questionnaires 
were distributed to university, and college students (mainly Kaunas city) and simultaneously were placed online 
(www.apklausos.lt). In total 313 questionnaires were collected from 23rd of March 2015 till 13th of April 2015. The 
311 questionnaires were considered valid after the incomplete and faulty questionnaires were excluded. There were
207 females (66.66%) and 104 males (33.4%) in the sample. The vast majority of the respondents belong to the age 
group of 18 to 24 years (50.8%) and of 25 to 35 years (25.1%). Slightly more than half of respondents (51.8%) are 
still studying at the university or college. Respectively 49.2% of respondents fall into the low-income categories 
(under 300 € and 301-400 €). However, 12.2% of respondents placed themselves to the relatively high-income
group (Over 901 €). The independent-samples t-tests were performed to compare the dependent variables scores 
(impulse buying tendency total, subscales, and brand loyalty) for gender, education, age and income variables. Prior 
to this procedure, we reduced the number of categories of categorical variables. A significant difference was 
detected only in case of gender. There was a significant difference in impulse buying tendency scores for males 
(M=2.99, SD = 0.73) and females, M = 3.38, SD = 0.78; t(309) = -4.18, p=0.00 (two-tailed), BCa 95% CI [-0.559, -
0.21055]. Also significant differences in affective impulse buying scores for males (M= 3.06, SD= 0.87) and 
females, M=3.596, SD=0.90; t(309)=-5.07, p=0.00 (two-tailed), BCa 95% CI [-0.754, -0.33]. 
Measurement instrument. To measure the brand loyalty, impulse buying tendency and happiness we adopted 
previously established and validated scales within this study. The respondents were asked to rate the extent to which 
they agree with each item on a 7-point scale ranging from strongly disagree (1) to agree strongly (7). We 
operationalized brand loyalty using three item scale of Ailawadi, Neslin and Gedek (2001). To measure the 
impulsive buying tendency we used the twenty item scale developed by Verplanken and Herabadi (2001). The 
impulsive buying tendency is treated as the higher order construct including cognitive and affective aspect. To 
capture the happiness we employed the Satisfaction with Life Scale (Pavot, Diener, Colvin & Sandvik, 1991), which 
consists of five items. Cronbach alpha coefficients for all scales are considered acceptable (Table 1).
3. Results
Contrary to the hypotheses the satisfaction with life scale is unrelated to brand loyalty, the total scale of 
impulsive buying tendency, the cognitive subscale of impulsive buying tendency, and affective subscale of 
impulsive buying tendency (Table 1). However, the brand loyalty is positively related to the total scale of impulsive 
buying tendency (r=0.116, p<0.05) and the subscale of the affective aspect (r=0.171, p<0.01).
Table 1. The correlation matrix, descriptive statistics and reliability of scales 
1 2 3 4 5 Mean SD Cronbach Į
1. Brand loyalty 1 3.99 1.29 0.75
2. Impulsive buying tendency .116* 1 3.25 0.78 0.85
3. Impulsive cognitive .036 .882** 1 3.10 0.87 0.81
4. Impulsive affective .171** .871** .537** 1 3.42 0.93 0.77
5. Happiness .051 -.073 -.073 -.055 1 4.70 (23.51) 1.08 (5.42) 0.845
*. Correlation is significant at the 0.05 level (2-tailed). **. Correlation is significant at the 0.01 level (2-tailed). N=311. SD – standard 
deviation. In parenthesis – mean and SD of the total score for Satisfaction with life
For further analysis only significantly correlated constructs were included into regression models. Utilizing
SPSS20 we carried out multiple regressions to assess the ability of brand loyalty to predict the impulsive buying 
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tendency (total scale and affective subscale). We also included gender variables into the models based on the 
findings of a preliminary analysis that revealed statistically significant differences in impulsive buying tendency
scores. We used robust methods such as bootstrapping that does not rely on the assumption of normality or 
homoscedasticity.  The results are shown in Table 2.
The first part of Table 2 presents results of a regression of impulsive buying tendency (Model 1) predicted by
brand loyalty and gender. The Model 1 explains 7% (R2 = 0.07, p<0.001) of the variance in impulse buying 
tendency. Both brand loyalty (b=0.068 [-0.004, 0.14], p=0.067) (balancing on the threshold of statistical 
significance) and gender (b=0.38 [0.21, 0.55], p<0.001 significantly predicts impulsive buying tendency (total). As 
the brand loyalty increases, the inclination to impulsive buying also increases. Females who are coded one unit 
higher relative to males are higher on average in impulsive buying. The results of the regression model 2 (R2 = 0.1, 
p<0.001) show similar tendencies.
Table 2. Regression models of predictors of impulsive buying tendency
Predictors Model 1. D.V.: impulsive buying tendency (total) Model 2. D.V.: affective aspect of  impulsive buying tendency
b SE B t p b SE B t p
Constant 2.73, [2.40, 3.06] 0.17 17.9 0.000*** 2.587  [2.242, 2.95] 0.18 2.2 0.000***
Brand loyalty 0.068, [-0.004, 0.14] 0.04 2.01 0.069Ő 0.119  [0.037, 0.199] 0.04 0.00 0.004**
Gender 0.38, [0.21, 0.55] 0.09 4.15 0.000*** 0.535  [0.324, 0.733] 0.1 0.3 0.000***
Model characteristics: R2 =0.07, p=0.000, N=311 Model characteristics: R2=0.10, p=0.000, N=311
Őp<0.1, ***p<0.001, **p<0.01, Bca 95% CI are based on 10000 bootstrap samples
Both brand loyalty (b=0.119, p=0.004) and gender (b=0.535, p<0.001) significantly predicts affective impulsive
buying tendency. However, these relationships are not in the predicted direction.
Conclusions
The current findings are in contrary to our predictions. However, they can be explained employing the same 
rationale lying behind the inclination toward impulse buying. As suggested by Kukar-Kinney et al. (2012), 
compulsive buyers’ focus their purchase on well-known and higher priced brands because they provide recognition, 
enable to feel better and boost buyer’s self-esteem. As found in the literature the similar motivation can be applied to 
impulse buying that is related to the aspiration to elevate the negative mood and escape from the undesirable
psychological state. The exploratory nature of the present study limits the scope of the results. Our sample was 
obtained only from young adult population so generalization beyond this group should be made with caution. Low
percentage of variance explained of the impulsive buying tendency construct suggests the existence of other 
determinants that may contribute to the explanation of the variance of the impulsive buying tendency.
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